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CI  Corporate identity
DD Dominant design 
DTC Discontinuous technological change
EBIT Earnings before taxes and interest
HCD	 Human-centered	design
HCI	 Human-computer	interaction
ICT Information and communication technology




MDP Minimum desirable product
MVP Minimum viable product
PM Project manager
PO Project / Product owner
R&D Research and development





WP7 Windows Phone 7
Abbreviations
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Lean Startup 
is a company in its early stages of operation, that adheres to principles of ‘Entrepreneurs are everywhere’, 













process, as outlined in his 2009 publication 4 steps to epiphany. 
Startup company or startup 





new product which allows a team to collect the maximum amount of validated learning about customers 
with	the	least	effort	(Ries,	2011).
Glossary








is the fundamental activity of a startup is to turn ideas into products, measure how customers respond, and 
then	learn	whether	to	pivot	or	persevere.	Any	startup	should	be	geared	to	accelerate	that	loop	(Ries,	2009).
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Big companies are not the same 
as startups, and never will be. 
But that doesn’t mean that they 
can’t be innovative and 
fast-moving like startups. 
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1. Introduction
1.1 Background – Answering challenges in an era of ferment
Over	the	last	few	decades,	information	technology	has	significantly	grown	in	power	from	
a high entrance barrier domain to a “highly accessible and scalable force”1,	reaching	a	level	
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desirable	outcomes,	minimise	waste	and	emergent	strategy	despite	high	degrees	of	uncertainty.	
Due	to	the	in	vivid	discussions	amongst	various	tangent	communities,	amongst	scholars	
and practitioners, it thus is necessary to deconstruct the Lean Startup concept, identify its 
underlying	principles	and	benefits	and	investigate	its	methodologies	and	tools.	This	conceptual		
deconstruction will enable a thorough analysis of the Lean Startup concept and allow for an 
investigation	assessing	its	adaptability	into	a	non-startup	setting,	as	provided	by	the	empirical		
case	company	of	Futurice.



















There is some negativity in 
deconstruction. I wouldn’t deny 
this. You have to criticise, to 
ask questions, to challenge and 
sometimes to oppose. What I 
have said is that in the final 
instance, deconstruction is not 
negative although negativity is 
no doubt at work. Now, in order 
to criticise, to negate, to deny, 
you have first to say “yes”.
Jacques Derrida, 1997
2
   22
2.1 Research phenomenon & problems: 





























acceptance of best practices within the industry, such as illustrated by the adoption of agile 
methods	in	software	development,	this	study	yields	the	potential	to	apply	to	an	industry	wide	
audience.	
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 Main RQ 1: What is Lean Startup and what are its underlying principles?
In order to answer this question, I need to deconstruct the concept of Lean Startup, 
investigate	its	origins	and	context	from	which	it	arose.	Furthermore,	this	will	be	accomplished	
by	identifying	the	various	communities	it	resonates	or	conflicts	with,	gathering	interpretations	






be answered alongside with it:
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guide the strategic formulation of actionable steps of introducing Lean Startup methodology to 
Futurice	successfully.	Hence	the	following	sub-question	arises	as	follows:
	 Sub-RQ	3:		How	can	Lean	Startup	principles	be	introduced	to	Futurice	and	what		
 actionable steps need to be taken?
In	order	to	successfully	introduce	the	proposed	benefits	offered	by	the	Lean	Startup,	this	will	








formulated in order to successfully introduce Lean Startup methodology as a process into 
Futurice,	the	overarching	aim	of	the	thesis.	I	will	give	informed	explicit	and	actionable	
suggestions	for	how	this	can	be	done.
   27
The secret to discovery is to 
never believe existing facts.
Bryant H. McGill, 1998
3






 to the Lean Startup and the contexts of complexity and chaos, that will facilitate a deconstruction  
 of the concept. 
Conducting	a	literature	review,	I	will	give	insights	into	innovation	studies,	organisational	
managerial literature and strategic research that help frame technological change as a cyclic 
phenomenon	(Anderson	&	Tushman,	1990)	and	give	insights	to	grounds	on	which	innovation	






 Secondly, in order to map Futurice as an organisation and to map and explain their customer  
	 relationships,	offering	and	service	delivery,	a	range	of	interviews	and	workshops	are	being		 	
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2 Key questions such as: “How would you describe the company culture within Futurice?”, “What are  
	 the	company’s	current	goals	and	strategies?”,	“What	potential	benefit	do	you	see	from	adopting	the		
	 Lean	Startup	process?”.
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It needs to be emphasised, that his thesis presents a practitioner’s thesis, not the thesis of 
an	academic	scholar.	The	research	questions	addressed	are	highly	relevant	in	practice.	My	
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Fig. 1: Transcribing interviews from 
recordings 
Fig. 2: Mapping comments to 
matrix to compare and analyse results 








Sebi Taucic, UX & Service Design
Anni Tölli, Marketing Leader
Alexander Kluwe, Project Manager




Teemu Turunen, Services Director, Lifecycle Man-
agement


































Matthias Calonius, Head of Consultancy
Janne Toivola, Senior Service Designer
Matti Jylhä, Business Director
As organizations struggle to stay 
nimble in the face of an 
ever-changing marketplace that 
is disrupted constantly by 
incumbents as well as start-ups, 
getting to market fast becomes 
top priority. [...] In other words, 
by the time the company 
decides internally how the 
product should be designed, the 




















Part 1: Innovation - a complex, multifaceted phenomenon 






and multifaceted discipline that alone through science or a single discipline was not to be 
understood in its entirety, resulting in a focal shift of research in this area and the notions that 
characterize	it	(Fagerberg,	2006)	with	several	journals	and	professional	associations	founded	to	
contribute	to	a	stronger	cross-disciplinary	approach,	synthesizing	insights	from	various	fields	
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between	innovation	activities	in	firms	and	the	wider	context,	in	which	these	activities	are	
embedded.	
4.1.4 Innovation - a historic technological perspective 
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4.1.4.1 Technology Life Cycles: Discontinuous Technological Change (DTC) 
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Fig. 3: Underlying concepts of the DTC-life cycle, as adapted from Lambe and Spekman (1997), Foster 
(1986), Anderson and Tushman (1990) and Utterback (1994)








































































4.1.4.4 Strategic literature and  Technology Management Research:









4.1.4.5 Sustaining and disrupting technologies - working simultaneously
As stated before, building upon the theories of cyclic technological change, similar approaches 





















occurring less frequently and causing the failure of highly successful companies that are only 
prepared	for	sustaining	technologies,	when	they	do.
So	the	question	becomes,	if	those	firms	do	everything	right,	what	leads	them	to	fail	despite	
Fig. 4: Image depicting 
Christensen’s theory on 
disruptive versus sustaining technologies.
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4.2.1 Simple - Complicated - Complex - Chaos: An organisational 
















Fig. 5: The Cynefin framework as presented by David J. Snowden and Mary E. Boone (2007), that helps 
leaders determine the prevailing operative context to make appropriate choices.
5
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paradox	and	a	willingness	to	flexibly	change	leadership	style.
4.2.2 Discovery-driven planning and emergent strategies: 
Cause and effect and ‘craftsmanship’
One	the	operational	context	has	been	identified,	how	do	successful	strategies	emerge?	



















































































 2. Bird in hand principle
	 Set	affordable	loss	Evaluate	opportunities	based	on	whether	the	downside	is	acceptable,	rather		
 than on the attractiveness of the predicted upside.
 3. Lemonade principle 
	 Leverage	contingencies	Embrace	surprises	that	arise	from	uncertain	situations,	remaining	flexible		
 rather than tethered to existing goals.
 4. Crazy-quilt principle 
	 Form	partnerships	with	people	and	organizations	willing	to	make	a	real	commitment	to	jointly		
	 creating	the	future	–	product,	firm,	market	–	with	you.	Don’t	worry	so	much	about	competitive		
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a	service	provider,	selling	practices	and	processes,	a	more	scientific	method,	that	can	act	as	
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PART 3:  Lean - Agile - Lean Startup: Learning rapidly, iteratively, 
constantly







































The underlying principles that inform Lean production are eliminating waste, building in 
quality,	creating	knowledge,	deferring	commitment,	delivering	fast,	respecting	people	and	
optimising	holistically	and	is	driven	from	the	production	floor	up	(Agile	Manifesto,	2001).
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Fig. 6: Illustration by ILOVEDUST, depicting Apple’s culture of secrecy.
Fig. 7: Schematic illustration, depicting Apple’s organisational structure.
Fig. 8: Ross Lovegrove’s GO Chair, designed in 1998-2001 and produced by Bernhardt. 
6 7
8
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•	 Individuals and interactions over processes and tools
•	 Working	software	over	comprehensive	documentation
•	 Customer collaboration over contract negotiation





























 3. Extreme Programming 
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follow a waterfall approach, a sequential, downward design process, in which agile is only a 
component	to	be	organized	differently,	bringing	about	problems	of	integrational	nature.	Due	
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communication	(Ramsay	as	quoted	by	Six,	2011)
3. Business-related issues
As Agile starts from requirements and production code, though when considering 
requirements and roadmaps from business units, they often tend to be unclear and poorly 
defined	(Budwig,	Jeong,	Kelkar,	2009).	As	standing	in	stark	contrast	to	the	concept	of	emergent	
strategies,	characterized	by	constant	learning	and	adjustment,	the	overall	product,	marketing	
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being “generally not that they don’t follow sound strategic principles, but that the facts upon 
which	they	are	based	are	wrong.	Unfortunately,	most	of	these	errors	can	not	be	detected	on	a	
whiteboard because they depend on the subtle interactions between products and customers” 
(Ries,	2011,	page	91),	linking	to	Saravathy’s	work	on	effectuation	(Saravathy,	2007).	
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 1. Entrepreneurs are Everywhere
	 By	significantly	broadening	the	definition	of	entrepreneurs	as	being	essentially	human	institutions		
 that create value, Ries suggests the broad applicable of Lean Startup beyond the startup sphere and  
 beyond people’s professional titles and occupations. 
 2. Entrepreneurship is Management
 Startups must be managed and there is a systematic underlying approach in doing so. Furthermore,  
 the second principle suggests that the management of startups is a repeatable, teachable method. 
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 4. Innovation Accounting





 and adjusts accordingly through pivoting or persevering. It suggests that what is being build,  
	 can	and	must	ultimately	be	measured,	answering	to	something	specific,	with	the	ultimate	aim	of		
















resulting in teams going through YC getting one important push: one team member focuses on 
   75
product	(=build),	whilst	another	team	members	focuses	on	users	(=get	out	of	the	building).
4.3.3.3 Shortcomings and criticism towards the Lean Startup
Generally	agreeing	on	the	Lean	Startup	methodologies	and	praising	this	cross-disciplinary	and	





































areas of uncertainty,	2.	Executing Smart Experiments,	3.	Adjust and Redirect, with all steps following 
key	principles	of:	Make	a	prototype	before	you	build.	/	Test before you commit.	/Borrow before you buy. 

















argument can be made that the companies cited as Lean Startup success stories aren’t strictly evidence of 
Ries’	wisdom.	Dropbox	famously	debuted	with	a	video	depicting	a	beta	of	its	yet-to-be-released	product—
spurring 70,000 users to sign up for the service within 24 hours. 
But	the	company	didn’t	base	its	entire	strategy	on	Lean	Startup	principles.”	
-	Subramanian,	as	interviewed	by	Greenwald,	2012

































































With proper foundation, lean 
startups can grow to become 
lean enterprises that 
maintain their agility, 
learning orientation, and 
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5. Futurice
























   83
5.2 History - past & present






































































5.5 Value proposition and strategy





















include reaching an ultimate way to do software, structuring sales, forming systematic cycles of 
improvement,	accelerating	company-wide	learning	and	increasing	quality	assurance	inclusion	
to	projects	to	provide	value.	Following	a	key	account	strategy7, the company has consciously 
moved	away	from	a	previously	predominant	project-based	sales	strategy.	Key	account	








 management one of the ways to ensure repeat purchases, additional purchases and referral to other  
	 prospective	customers	like	themselves.
8	 There	are	four	levels	of	how	a	key	customer	may	currently	perceive	the	business	in	relation	to	theirs.
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Fig. 9: Image depicting Futurice’s lean culture, encouraging employees to question what they are doing. 
Fig. 10: Image of a poster found in Helsinki office, depicting the company’s values.
109














 1. “Make it easy”
 Focusing on customer satisfaction as well as employees satisfaction, driving for constant   
	 improvement	and	learning	,	producing	smarter	ways	of	making	software
 2. “Make it happen”
	 Listening	carefully,	putting	effort	into	deeply	understanding	customer’s	needs	and	wants	as	well	as		
	 the	‘bigger	picture’	issues,	constantly	keeping	the	end-product	in	mind	and	how	that	will	serve	the		
 customer’s needs. 
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	 Clearly	and	explicitly	stressing	a	user	(customer)	focused	point	of	view,	taking	into	account	their		
	 degree	of	familiarity	with	our	ways	of	working	(lean,	agile)	as	well	as	the	technology	in	question,		
 resolving any worries or uncertainties that may arise. 
The	three	guiding	philosophies	are	accompanied	by	simply	formulated,	everyday	applicable	
principles and actions patterns of 3x2 and Ask	Why and We	love	feedback	to	aid	decision	making,	
bring about employee empowerment and nourish learning and smarter ways of doing as central 
components:










 Another example illustrating this encouragement are events, such as FutuFridays held once a  
	 months	across	all	offices,	with	employee-initiated	presentations	and	workshops,	followed	by	Ask		
	 the	CEO	half	an	hour	session,	providing	opportunity	to	ask	to	higher	management	anything	at	all.	
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Fig. 11: This is marketing material (selection) of the Futurice brand.
Fig. 12: Futurice aims at being a highly visual brand: the marketing material is widely used.
Fig. 13: Futurice also aims at creating an employee brand, as shown in this image.
11 12
13
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As Lean Startup processes are argued by practitioners to mostly fall into designer’s realm, 
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Fig. 14: Lean Startup workshop proposal. 
Fig. 15: Image of the Build-Measure-Learn 
feedback loop, as used in a customer case.
Fig. 16: Project wall in which a MVP was 
considered.  
Fig. 17: Business Model Canvas, as developed 
by Alexander Osterwalder, utilised for customer 
case with critical assumptions list, that the 




The company that consistently 
makes and implements decisions 
rapidly gains a tremendous, 
often decisive, competitive 
advantage. 
 
Steven G. Blank, 2012
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6.1 Findings answering the set out research questions: Main RQ 1
The	aim	of	the	thesis	is	to	answer	to	the	set	out	main	research	question	and	three	sub-
questions, that are as follows:






Startup to be as follows:
 1. Entrepreneurs are Everywhere
	 By	significantly	broadening	the	definition	of	entrepreneurs	as	being	essentially	human	institutions		
 that create value, Ries suggests the broad applicable of Lean Startup beyond the startup sphere  
 and beyond people’s professional titles and occupations. 
 2. Entrepreneurship is Management
 Startups must be managed and there is a systematic underlying approach in doing so. Furthermore,  
6. Findings
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 the second principle suggests that the management of startups is a repeatable, teachable method. 





 4. Innovation Accounting





 and adjusts accordingly through pivoting or persevering. It suggests that what is being build,  
	 can	and	must	ultimately	be	measured,	answering	to	something	specific,	with	the	ultimate	aim	of		
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6.1.1 Findings answering the set out research questions: Sub-RQ 1











closer to their customer’s business, it facilitates the introduction of Lean Startup principles as 
it	moves	Futurice	into	strategic	conversations,	however	can	inhibit	lean	culture	as	immersing	
into	customer’s	business	reveals	cultural	gap	more	strongly.	Despite	the	interviewees	
presenting enthusiasm towards Lean Startup, all agreed on the customers being the doorkeepers	
to	a	successful	introduction,	often	defining	the	way	a	project	is	carried	out,	as	well	as	
contradictorily	highlighting	a	lack	of	a	preceding	solid	sales	story	and	strategy.
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Enablers Inhibitors
•	 Learning as the accepted unit of progress
•	 Previous successful introduction of ‘novel’ processes 




•	 Familiarity and long list of references with con-
sumer side services compared to competitors
•	 Mastered	agile,	customer	knows	expertise
•	 Lean Startup process can advance current prac-
tices
•	 Shift towards getting closer to customer’s business 
entering	an	information-transfer	relationship
•	 Shift results in confrontation of potentially unfa-
















•	 Customers are unfamiliar with Lean Startup 
processes	and	benefits
•	 May not want us to do this






•	 Leap of faith is needed from customer’s side
Futurice as a learning organisation Conceptual (radical) notion and missing valida-
tion
Familiarity with lean and agile processes Unfamiliarity with processes and tools of the 
Lean Startup
Strategic positioning as key partner Futurice being a software vendor leading to 
customers as doorkeepers
Lack of framework for salesTools and processes already being used to some 
extend
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 In alignment with the organisations’ strategic direction, Lean Startup process can support the  





 2. Creating increased accountability towards the customer 
	 As	measuring	is	a	significant	part	of	this	company,	as	highlighted	by	the	prominent	usage	of	EBIT		
 as measure of progress or the increased interest in Analytics, transferring this practice to customer  
	 work	can	potentially	create	higher	accountability	for	the	team	as	design	and	development		 	
   105
 decisions can be based on numerical arguments, rather than subjective perspectives. 
 3. Yielding potentially higher end-customer acceptance and validation for   
 existing processes
 As scrum and agile are seen as a source of speed, Lean Startup can act as a source of validation,  
	 which	in	turn	can	result	in	less	heroic	efforts.	Design	decisions	for	instance	can	be	tested	and			
	 verified	as	tests	can	yield	numerical	backup	and	help	facilitate	decision-making	processes.		 	
 Furthermore, Futurice as a company can potentially sell own processes and trainings, also own  
 products are possible to be developed internally utilising the Lean Startup process. 
 4. Shifting mindsets through accepting learning as the unit of progress 
 Learning as the unit of progress can help shift mindsets inside the company as well as towards the  
	 customer.	Teams	can	potentially	act	more	autonomously	and	higher	hourly	prices	are	possible.
 5. Breaking of silos and increased team responsibility
 Lean Startup process has been shown to spread responsibility over advancing business case across  
	 the	entire	development	team,	as	every	test	set	up	can	potentially	change	entire	business	plans.	This		
 in turn can create an increased sense of ownership, as advancing the business case is potentially  
	 done	with	the	customer	together	in	a	pro-active,	iterative,	dialogue-based	manner.	
6.1.3 Findings answering the set out research questions: Sub-RQ 3















6.2 A multilayered strategy made up of the Lean Startup Poster, Lean Startup 
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 Firstly, I introduce a Lean Startup Poster. It results from the insights gathered from literature  
 and practitioner’s accounts and acts as a communication tool to introduce Lean Startup concept  
	 to	a	broad	audience	inside	the	company,	highlighting	core	benefits	and	key	concepts	to	be	spread		
 throughout the company to reach a critical mass of supporters. 
 Secondly, I introduce the Lean Start strategy roadmap, which is a set of actionable steps   
 that help spread the use of Lean Startup principles and according tools. It combines insights on  
 historically successful proven steps to introduce any hitherto novel process to Futurice, as well  
	 as	takes	into	account	identified	Lean	Startup-specific	inhibitors	and	enablers,	leveraging	the		
	 organisational	set	up	of	the	specific	empirical	environment	to	overcome	or	minimise		inhibitors		
 and amplify possible enablers. 
 Thirdly, I introduce Futurice.com as a concrete proposal as testing and learning ground for  
	 underlying		tools	and	principles	of	the	Lean	Startup	process,	highlighting	the		benefits	of	testing		
	 and	applying	this.	The	proposal	aims	at	creating	a	generative	and	pro-active	learning	ground,	in		
 which most suitable approaches can be developed and integration with current processes such as  
 agile can be tested and optimised. 
Workshop
Bottom-up approach













as source of tools already be-
ing used
Teams
as source of tools used
Customers
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action steps listed below do not demand to be followed in a chronological order, rather they 
are	to	be	understood	to	guide	decisions	and	actions,	necessary	to	be	taken.	
 1. Kickstarting the introduction of Lean Startup by evangelists that act as point of contacts
	 A	range	of	pioneers	and	so-called	evangelists	have	been	identified	within	the	company,	to		 	
 drive this introduction forward, to plan and educate on the topic, who tell customers about the  
	 Lean	Startup	and	get	people	interested.	They	act	as	points	of	contact	and	bridge	the	dialogue		
 between management, internal as well as external employees as well as customers. 
 
 2. Communicating of the value of Lean Startup thinking
	 Posters,	open	discussions,	workshops	as	well	as	presentations	during	company-wide	events	such		






 need to be created.
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 acceptance is validated and communicated across the company, as its status as an accepted, to  
 be seriously explored strategic path, is established and guaranteed for a substantial period of   
	 time.	Furthermore,	a	Tekes-funded	R&D	project	has	been	applied	for	in	order	to	accomplish	and		
 accelerate this deep integration. 
 4. Learning the underlying methods by accumulating materials and sources and  
 arranging hands-on workshops
 Educating internally, across all teams is absolutely necessary in order for the principles and   
	 overall	process	to	be	applied	and	prevail.	Only	through	a	lean	“learning	by	doing”	approach,	the		
	 benefits	can	be	experienced,	their	appropriateness	can	be	investigated	and	value	be	productised	and		
 materialised. Only through internal trials, Futurice will be able to provide customers with real  
 business value and increased quality products and services. 
 5. Creating a continuous and well-funded test bed for experimentation
 Additionally to action step 4, an internal project is assumed to be the best source of learning   
 required to adopt Lean Startup principles. However, Futurice management needs to allocate   
 people and budget and a physical space, to which people can go to learn. A testbed can yield   
 crucial learnings, present obstacles as well as opportunities, that can be communicated and shared  
	 amongst	employees..	Only	through	practical	learnings	and	a	“learning	by	doing”	mindset,	this	is		
 assumed to gain greater acceptance within. 
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 6. Arranging internal and external expert workshops 
	 Once	Futurice	has	internally	mastered	Lean	Startup	processes	and	tools	and	have	identified			
 and trained eager practitioners, the company will be able to sell the approach explicitely to its  














 be created that can be shared not only amongst employees and customers, but also with the a   
	 potentially	wider	audience.	This	can	be	achieved	by	spreading	the	knowledge	gained	through	blog		
	 posts,	talks,	workshops	and	conferences,	to	only	name	a	few.	
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funding,	in	order	to	establish	Lean	Startup	vertically	in	the	company.















 to utilise the company’s website as a testbed. Having a concrete service and product artefact   
	 enables		 the	design	of	experiments	that	will	yield	validated	learning.	Having	a	specific		 	
 user base, utilising split testing and cohort testing, actual data can be extracted and design   
 decisions shift away from subjective insights to a data reliance. Various methods can be tested and  
	 learning	arises	through	differentiation	of	vanity	metrics	and	validated	metrics.	Identifying	and		
 formulating hypothesises can be trained, underlying assumptions be tested and adjusted if   
 necessary. 
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Fig. 18: Image of the poster, 
developed as an internal 
communication tool for the Lean 
Startup. 
Fig. 19: Image of the strategic road 
map aiming at introducing Lean 
Startup principles, as written publicly 
on wall for Futurice employees to 
comment and add ideas of their own.
Fig. 20: Lean Startup Testbed 
proposal concerning Futurice’s own 
website www.futurice.com.
18
 Suggested tools to be tested: 
	 Critical	assumptions	list,	Lean	Canvas,	pair	programming	and	co-creation,	style	guides	and		
 rapid production, designing learning experiments through cohort and split testing, innovation  
 accounting table
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20
When you put your ideas in the 
world, then, and only then, do 
you know if they’re real.












adoptable, and it is to be understood more of a concept and process, which has the potential 
to	bring	about	a	competitive	edge.	However,	in	this	thesis	I	identified	a	clear	lack	of	empirical	
studies, posing some challenges and possible criticism towards the presented outcomes 
and	artifacts	that	are	outlined	in	this	chapter,	starting	off	with	possible,	more	general	
shortcomings.	
7.1 Possible, general shortcomings












the strategic discussions at Futurice by introducing Lean Startup principles as a possible 
competitive	factor.	



























presumed not to be enough in order to spread the according mindset and tools and bring about 
change.	Hence,	a	wider	initiative	is	planned		in	order	to	convince	internally	and	externally,	






















7.2.2 Outcome-specific possible shortcomings: Lean Startup Roadmap
Investigated	Lean	Startup	philosophy	and	methodology,	once	adopted	and	implemented	it	
theoretically	has	the	potential	to	empower	project	teams	to	innovate	the	customer’s	product.	























account strategy, as a successful implementation has the strong promise of deepened strategic 
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How come what we’re 
learning only comes up at the 
end – as an excuse?
Eric Ries, 2012
8







8.1 Conclusions concerning set out research targets
Initially,	this	research	work	set	out	to	deconstruct	the	concept	of	the	Lean	Startup	in	order	
to answer to the question of what principles are underlying this concept and are potentially 
relevant	for	a	medium-sized	IT	vendor.	The	principles	outlined	by	the	Lean	Startup	are	












Startup	principles.	Generally,	a	too	radical understanding of the Lean Startup concept and 
its	empirical	validation	as	a	process,	the	unfamiliarity with the processes and tools of the Lean 
Startup, customers	being	doorkeepers and a lack	of	frameworks	and	materials	for	sales	have	been	found	
to	be	the	main	inhibitors	for	a	successful	introduction	of	Lean	Startup	into	Futurice.	However,	
a	range	of	enablers	have	been	identified,	such	as	Futurice’s	orientation	as	a	learning organisation, 
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its familiarity with lean and agile processes, its strategic positioning	as	key	partner	and	tools	and	
processes already being used	in	some	forms.	
Thirdly,	the	investigated	key	benefits	of	the	Lean	Startup	process	for	the	empirical	context	
of	Futurice	have	been	identified	as	1.	Moving Futurice closer to customer’s business and creating a 
competitive edge,	2.	Creating increased accountability towards the customer,	3.	Yielding potentially higher 
end-customer	acceptance	and	validation	for	existing	processes,	4.	Shifting mindsets through accepting 





actionable steps outlining a strategic approach to answer to the posed challenge of 
introducing Lean Startup principles into Futurice, my empirical case study, are presented and 
include		1.	Kickstarting	the	introduction	of	Lean	Startup	by	evangelists	that	act	as	point	of	contacts,	2.	
Communicating	of	the	value	of	Lean	Startup	thinking,	3.	Integrating and anchoring Lean Startup concept 
vertically into the company,	4.	Learning the underlying methods by accumulating materials and sources 
and	arranging	hands-on	workshops,	5.	Creating	a	continuous	and	well-funded	test	bed	for	experimentation, 
6.	Arranging	internal	and	external	expert	workshops,	7.	Productising the Lean Startup process as part 
of	the	company’s	offering,	8.	Selling	lean	teams	and	driving	expert	knowledge	through	sharing.	All	





To sum it up, in order to enable Futurice’s ambitious transformation from a contractor 
software	partner	to	a	key	strategic	partnership,	the	transformation	has	to	start	from	the	










Fig. 21: Image of the Lean Startup workshop call and registration page, as found on:
http://www.futurice.com/lean-startup/
21
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addition, constant communication was ensured through emails, drafts and builds, being sent 
weekly	to	all	main	stakeholders.
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to	them,	validation	concerning	previously	successful	strategies	would	have	been	valuable.	A	
customised	approach	could	potentially	have	yielded	a	more	successful	product	and	service	
offering,	specific	to	the	targeted	platform	and	its	users.	
12.4 Summary
The	projects	carried	out	at	Futurice,	typically	are	of	very	different	nature,	ranging	from	simple	
marketing	applications	to	complex	enterprise	systems.	The	challenges	and	opportunities	for	
applying	the	Lean	Startup	process	have	shown	to	be	decisively	determined	by	the	customer.	
Furthermore,	the	potential	benefit	validation-based	learning	can	bring,	is	assumed	to	be	highly	
valuable,	as	assumptions	are	being	listed	and	tested,	rather	than	merely	acknowledged	but	
disregarded.	



